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ABSTRACT 
 
COLIN GAY: Predicting Brand Awareness of Corporate Sponsor Activation in Intercollegiate 
Athletics  
(Under the direction of Nels Popp) 
 
 
Brand awareness is cited as the main objective of companies engaging in sponsorship 
agreements with collegiate athletic departments and is often used as a measurement of 
sponsorship effectiveness. The field of sports sponsorship has evolved from static signage 
advertisements and one-way messaging to include on-site displays, digital and social media, and 
interactive technology. Multi-media rights holders are expected to spend over $25.5 billion in 
rights fees to colleges and universities over the next 15 years (imgcollege.com, 2017). Brands are 
vying for engagement and convergence with a team and the 190 million college sports fans they 
reach. In 2015, Nissan signed a historic national sponsorship contract with over 100 collegiate 
athletic departments (Forbes, 2015). The all-encompassing contract consists largely of interactive 
stadium displays, on-site technology, enter-to-win contests, and in-stadium LED signage. This 
style of sponsorship is becoming common across all levels of sport, and the effectiveness of such 
sponsorships in achieving consumer brand awareness should be examined. Since companies 
must decide whether to allocate their marketing budget for sport sponsorships, it is necessary 
they are aware which assets will be the most effective in achieving brand awareness. The 
purpose of this study was to predict the brand awareness of corporate sponsorship activation 
through the measurement of consumer recognition rates of athletic department sponsors at an  
iv  
intercollegiate football game. Corporate sponsors, athletic departments, brand marketers, and 
multi-media rights holders will benefit from the research in this area.
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CHAPTER I 
INTRODUCTION 
In 2015, NCAA Division I corporate sponsorship spending totaled over $1.1 billion. This 
5.9% increase from 2014 outpaces overall sports sponsorship by 2.5% largely due to the new 
marketing opportunities surrounding the College Football Playoff (IEG, 2015). College sports, 
with a fan base of 190 million, represent incredible potential for corporate sponsors (IMG, 2016). 
The college landscape provides marketers with platforms that provide broad reach, local touch 
points, and affluent audiences (Chipps, 2015). Lately, sponsors have invested more in fan 
engagement through experiential marketing at events. Nissan, for example, signed the largest and 
widest reaching collegiate sports sponsorship in marketing history last year (Forbes, 2015). The 
all encompassing contract involved over 100 collegiate athletic departments and consists largely 
of interactive stadium displays, on-site technology, enter-to-win contests, and in-stadium LED 
signage. Hyundai also experienced the benefits of on-site interaction with fans. In 2013, the 
“Show Your Loyalty” campaign on college campuses resulted in 65% of fans surveyed who 
were at least “somewhat likely” to consider purchasing a Hyundai (IEG, 2014). In addition, a 
2012 Turnkey intelligence sponsor inventory study of fans at Solder Field, during the 2012 
Chicago Bears season, found that having multiple points of engagement with sponsors increased 
the likelihood of sponsor recall (Seiferheld, 2013). These examples illustrate an evolving 
sponsorship space, where companies are seeking to build deep emotional connections that
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engage and encourage interaction between the sponsor, the athletic event, and the fan (Forbes, 
2015). Since companies must decide to allocate their marketing budget for sport sponsorships,      
is necessary that they are aware which assets will be the most effective in achieving brand 
awareness. The effectiveness of sponsor message location and on-site activation should be 
examined. The purpose of this study is to predict consumer brand awareness of sponsorship 
activation through the measurement of recognition rates during one intercollegiate football game.  
Corporate Sponsorship 
Corporate sponsorship is defined as “the provision of assistance by a commercial 
organization (sponsor) in cash or kind, to a sports property (sponsee), in exchange for the rights 
to be associated with that sports property for the purpose of gaining commercial and economic 
advantage” (Tripodi, 2001 p. 96). Sport sponsorship is utilized as a marketing method to break 
through the clutter of traditional advertising to reach a passionate fan base (Maxwell & Lough, 
2009; Mullin, Hardy, & Sutton, 2000; Nicholls, Roslow, & Dublish, 1999; Stotlar, 1993). 
Companies may sponsor a variety of events, including sporting, cultural, musical, artistic or 
social. Sport sponsorship is the most popular and lucrative form (IEG, 2015). Advantages of 
sponsorship include the opportunity to target specific revenue goals, entertain clients and 
customers, reward personnel, and receive recognition for supporting local activities (Cuneen & 
Hannan, 1993). Sponsorship is comparable to traditional advertising in that each form exists to 
achieve the overall marketing objectives of the company (Meenaghan, 1991). Corporate 
sponsorship of sporting events differs from conventional advertising in that sponsorship has the 
ability to captivate the audience more effectively than traditional advertising such as a billboard 
or TV commercial. Since the audience experiences a positive sense of emotion and excitement 
around the sporting event, they are less likely to feel the intrusiveness of sponsor related 
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messaging (Dekhil & Desbordes, 2013). In a study on the impact of sport sponsorships on 
NASCAR fans, Levin, Joiner, and Cameron (2001) found consumers recalled more brands after 
viewing sponsored NASCAR racecars during a televised race than they did when viewing TV 
commercials for the same brands. This may suggest consumers are less likely to recognize 
sponsors after viewing television advertisements compared to subtle and integrated sport 
sponsorship messages (Dees, 2008). Sponsorship of sporting events may also offer the 
sponsoring company an opportunity to receive double exposure through media coverage of 
televised or digitally produced events.  
Collegiate Corporate Sponsorship 
Collegiate corporate sponsorship has existed for over 154 years, dating back to 1852 in 
an agreement between a railroad company and the Harvard University and Yale Regatta (Lee & 
Pedersen, 2011). Since then, the sponsorship space has evolved into a billion-dollar industry. As 
expenses continue to exceed revenues for the majority of collegiate athletic departments, 
corporate sponsorship agreements can provide millions of dollars in guaranteed revenue, 
depending on contract negation. Due to rising costs, increased competition for state of the art 
facilities, and flat or declining revenues, college athletics depends on corporate sponsorship for 
survival (Hardy, Mullin & Sutton, 2007; Howard & Crompton, 2004; Stotlar, 1993). In 2013, 
only 23 of 228 National Collegiate Athletic Association (NCAA) Division I athletic departments 
generated enough revenue to cover expenses (Berkowitz, 2013). Among a handful of companies 
that own collegiate property multi-media rights, IMG College and Learfield dominant the space. 
Over 200 collegiate properties rely on the two companies to successfully prospect, sell, activate, 
and retain corporate sponsor marketing plans (Learfield.com, imgcollege.com, 2016). There are a 
number of factors that motivate collegiate athletic departments to outsource multi-media sales. 
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According to Budren & Li (2005) multi-media rights holders’ can eliminate time demands from 
athletic departments to find new sponsors, utilize professional training and technologies, and 
increase staff without all of the associated costs.   
Among NCAA Division I athletic department, the Power Five conferences and member 
institutions generate the most sponsorship revenue. In 2015, the Southeastern Conference 
received 27% of the overall corporate sponsorship spending among the power five conferences. 
The Big 10 Conference was second with 22% followed by the Atlantic Coast Conference 19%, 
Pacific 12 Conference 19%, and the Big 12 Conference 13%. Sports apparel and equipment 
represent the top category of sponsorship spending followed by insurance, telecom, soft drink, 
banking, quick service restaurants, and the auto industry (IEG, 2015). 
Companies will engage in sport sponsorships for a number of reasons. Previous studies of 
the USA Olympic festival, the NCAA corporate sponsor program, professional niche sports, 
NCAA mid-major Division I conferences, and NCAA member schools at Division’s I-A, II-A, 
III-A, found top objectives of sponsors are to: (a) increase brand awareness, (b) access media 
coverage, (c) enhance company image, (d) increase sales, (e) increase market share, (f) promote 
community involvement, (g) increase brand recognition, and (f) gain access to promotional 
opportunities (Apostolopoulou & Papadimitrou, 2004; Greenhalgh & Greenwell, 2013; 
Tomasini, Frye, & Stotlar, 2004; Weight, Taylor, & Cuneen, 2010).  
Statement of Purpose 
This study seeks to predict which forms of sponsor messaging achieve the highest levels 
of consumer brand awareness through the evaluation of recognition rates among intercollegiate 
football game day attendees.
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Definition of Terms 
Awareness is the consumer’s ability to recall or recognize the sponsor communications input,  
either completely from memory, or with verbal or written cues (du Plessis, 1994). 
Recognition Rate measures the consumer’s ability to recollect prior exposure to a brand when  
given a cue (Sandage, 1983).  
Activation is the act of leveraging the sponsor and sports property relationship through  
promotional activities such as advertising, premium giveaways and selling (Maxwell & Lough,  
2007; Nicholls, Roslow, & Dublisknh, 1999; Lough, 2008).  
 
Research Questions 
RQ1. Is brand awareness of sponsors by collegiate football spectators affected by LED ribbon 
board advertising? 
RQ 2. Is brand awareness of sponsors by collegiate football spectators affected by video board 
advertising?  
RQ3. Does official partner status affect brand awareness of collegiate football spectators? 
RQ4. Does category exclusivity affect brand awareness of collegiate football spectators?  
RQ5. Does on-site activation have an effect on brand awareness of collegiate football spectators?  
Assumptions 
 It is assumed all survey respondents will provide honest and accurate survey responses. 
This study also assumes each survey respondent will interpret survey questions in the same way. 
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Significance of the Study 
This study will provide corporate sponsors, multi-media rights holders, and 
intercollegiate athletic departments insight into which sports property inventory elements fans 
recognize and provide the highest levels of consumer brand awareness. The current body of 
literature is limited when it comes to corporate sponsor on-site activation brand awareness. 
Sponsors will be able to tailor their partnership elements to their marketing objectives and assist 
in the decision making process when it comes to choosing game day messaging.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
7 
 
 
 
 
CHAPTER 2 
LITERATURE REVIEW 
Consumer Brand Awareness 
           Consumer brand awareness has been cited as a top objective of companies engaging in 
collegiate sponsorship agreements and as a measurement of sponsorship effectiveness 
(Apostolopoulou & Papadimitrou, 2004; Biscaia, Correia, Ross, & Rosado, 2014; Dees, Bennett, 
& Villegas, 2008; Greenhalgh & Greenwell, 2013; Lee, 2011; Miloch & Lambrecht, 2006; 
Maxwell & Lough, 2009; Pitts & Slattery, 2004; Popp, McEvoy, & Sattler, 2015; Tomasini, 
Frye, & Stotlar, 2004; Weight, Taylor, & Cuneen, 2010). Keller (1993) states the importance of 
brand awareness, suggesting brand awareness is the first step in the “decision-making process” 
which influences if a consumer recognizes, considers, and purchase the sponsor’s product or 
service. Sport sponsors desire to be “top of mind” of consumers, through repeated exposure of 
sponsor messages and increased sponsor recognition (Maxwell & Lough, 2009). Crompton 
(1996) suggests potential consumer's of a sponsors’ product pass through five stages known as 
the “product adoption process.” The first step, awareness, develops into interest for the product 
or service, desire, purchase action, then reinforcement or loyalty to the brand (Crompton, 1996). 
Becker-Olsen, Cornwell, & Wakefield (2007) identified four mechanisms that influence 
consumer brand awareness of sponsorship.  
1. Sponsor relatedness (Johar and Pham 1999; Speed and Thompson 2000). 
2. Sponsor prominence (Johar and Pham 1999; Pham and Johar 2001). 
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3. Corporate exposure of the brand to individuals at events. 
4.  Individual exposure to sponsors due to individual involvement or identification with 
the sport and team  
Sponsor Relatedness 
Sponsor Relatedness describes the association between the sponsor and the event. The 
stronger the association between the sponsor and the event, the more likely consumers are to 
accurately recall the sponsor (Johar and Pham, 1999). The greater connection between the 
sponsor and the event, the more likely a consumer will recognize the brand. For example, the 
relationship between Gatorade and the New York Yankees belong to a category of sport to sports 
drink sponsor. Sponsors and properties that share similar demographics, location, and 
products/services events, have a higher chance of being recalled by consumers than sponsors and 
events that not share a relation (Wakefield, Becker-Olson, Cornwell, 2007).   
Sponsor Prominence & Exposure 
  Past studies have shown that consumers expect prominent brands to be sponsors of athletic 
events due to the fact they have more funds available for sponsorship programs, and have 
engaged in sponsorships of athletic events in the past. This is known as prominence bias and is 
an effect highlighted by Turley and Shannon’s (2000) study which demonstrated that the highest 
rates of recall among sponsors of sporting events were among category leaders. Prominence bias 
is more likely a factor at events with many sponsors or highly cluttered environments (Pham and 
Johar, 2001). Corporate exposure can best be described as the number of times consumers are 
exposed to sponsored messages at an event. Sponsors with greater exposure at an event, either in 
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high traffic areas or areas with prominent sponsor messaging, will generate higher levels of 
brand awareness among consumers (Wakefield, Becker-Olson, Cornwell, 2007). 
 
Individual Exposure Effects 
  Individual Exposure refers to the level of association an individual has to the sponsored event 
or the sponsor. Consumers who attend multiple sponsored events or have higher levels of 
emotional involvement with the sponsored event, are more likely to recall sponsors. It can be 
expected that fans with higher emotional involvement, such as season ticket holders, or ‘super 
fans’ are more likely to recall and recognize sponsors than fans with less involvement (Becker, et 
al. 2007).   
Sponsorship Recognition 
Researchers have used consumer recognition rates of corporate sponsor messages as a 
way of measuring sponsorship effectiveness at the Olympic Games (Sandler & Shani, 1993); 
professional tennis (Bennett, Cunningham, & Dees, 2006); men’s college basketball (Popp, 
McEvoy, & Sattler, 2015; Turco, 1997); women’s college basketball (Maxwell & Lough, 2009); 
niche sports (Miloch & Lambrecht, 2006), and college football (Dees, Bennett, & Villegas, 2008; 
Stotlar & Johnson, 1989). By associating with a sports property, event, or team, sponsors intend 
to establish brand awareness which will translate into increased levels of purchase intent and 
return on investment (Dees, Bennett, & Villegas, 2008). Sports marketing scholars have used 
Sandage’s (1983) measures of advertising effectiveness as a means of measuring consumer brand 
awareness (Miloch & Lambrecht, 2006). There are two methods methods for measuring 
advertising effectiveness; direct measures and intermediate measures (Sandage, 1983). Direct 
measures study the actions taken by consumers after being exposure to the message. For 
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example, if a product increased in sales, then the message was effective. Intermediate measures 
study the response of the consumer and their ability to recognize or remember the message. 
Brand recognition measures the consumer’s ability to recollect prior exposure to a brand when 
given a cue. The cue is most often measured through a survey with a list of sponsors and non-
sponsors and the respondent must choose which brands they remember seeing from the event. 
Through the use of fake sponsors, a study may account for incidental or ambush marketing of 
sport event, teams, and league sponsors (Cuneen & Hannan, 1993; Pitts & Slattery, 2004). 
Through a recognition test, marketers will be able to analyze the ability of a consumer to retrieve 
a brand from memory among competitors (Keller, 1993). A variety of factors that affect 
consumer recognition including location of sponsor messages, fan involvement, type of sponsor 
message, and message duration.  
Location 
Cuneen and Hannan (1993) assessed sponsorship recognition by spectators attending an 
LPGA tournament. The study found sponsors who had products/services available on-site, or on 
the tournament grounds, were recognized in greater frequencies than those that did not. Of the 
top five recognized ads, four were of national brand concessions items available at the 
tournament. Based on the location of sponsor signage, 74% of respondents correctly identified 
concessions, followed by sponsor messages on the leaderboards and playing tees. This suggests 
signage in high traffic areas will be the most recognized. The study also found the grocery chain 
sponsor with the highest number of advertisements displayed at the tournament received the 
greatest amount of recognition. The chain sponsored a tournament hole, a playing tee, and trash 
bins throughout the course. Miloch and Lambrecht (2006) studied consumer awareness of 
sponsorship at grassroots niche sport events using recall and recognition rates. Niche sports are 
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described as non-mainstream or unappealing to a mass audience. Sports such as bowling, fishing, 
curling, horse racing, and action or extreme sports would be classified as niche sports. Consumer 
recall and recognition rates were influenced by location of signage, activation, and level of 
familiarity with the event. Of the subjects surveyed, recall and recognition rates of niche sport 
sponsors ranged from 55% to 65% which were slightly lower to past sponsorship awareness 
studies of mainstream sport events. Sponsors with signage in high profile, highly visible, or high 
traffic areas were more frequently recalled and recognized than sponsors with signage elsewhere 
in the venue. Sponsors with scoreboard or on-field signage, concessions areas, and sponsors with 
multiple signs, yielded higher recall and recognition rates.  
The setting of the venue was host to multiple events and non-sponsors of the grassroots 
event, which resulted in 29% of respondents identifying a non-sponsor as an official sponsor of 
the grass roots event. This situation is referred to as an accidental ambush and are most likely to 
occur during low budget events where smaller operations are unable to control other event 
signage used for hosting other events (Howard & Crompton, 2004). Maxwell and Lough (2009) 
studied the effects of recognition rates in an arena with sponsor signage versus an arena with no 
sponsor signage. The spectators attending a collegiate women’s basketball game in the arena 
with no signage identified official sponsors at a rate of 35.3% compared to 37% of spectators 
attending a collegiate women’s basketball game in an arena with sponsor signage. Maxwell & 
Lough (2009) cite the increased sponsor activation at the women’s basketball game with no 
sponsor signage as a reason for higher recognition rates. 
Exposure 
 Sponsor awareness levels had shown to be influenced by multiple exposures to sponsor 
messages over time (Pitts & Slattery, 2004). Pitts and Slattery (2004) examined changes in 
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sponsor awareness by season ticket holders of a highly ranked collegiate football program over a 
period of time. Participants were surveyed at the beginning of the season and at the conclusion. 
Of the nine companies used in the recognition test, eight of the nine companies showed an 
increase in recognition from the beginning and conclusion of the football season. Recognition 
rates for these companies range widely from .08%-79.5% at the beginning of the season to .17%- 
89.7% at the conclusion of the season. Of the nine companies in the study, the eight that received 
increased in recognition ranged from an 11.7% increase to a 100% increase over time. The 
findings by Pitts and Slattery (2004) are consisted with similar studies examining changes in 
brand awareness of sponsors over time (Turco, 1996; Quester & Farrelly, 1998).  
Animation 
 Over the last decade, sports teams have invested in new stadium technology. In 2015, 
90% of sports facility operators chose to install LED (light emitting diode) boards in their 
stadiums (Heitner, 2015). LED allows graphic designers to create animated messaging 
throughout the stadium, freeing up space for more messages over time than traditional static 
signage. Sports venues today use a combination of static signage and animated LED signage to 
display sponsor messages. Animated visual effects have been found to have a positive effect in 
generating visibility in sport broadcasts (Johnston, Hawley, Plewe, Elliott, & Dewitt, 1990; 
Reicher, Snyder, & Richards, 1976). In a study of in-game advertising in sport video games, 
Walsh, Zimmerman, & Williams (2013) found the presence of verbal cues aid in higher levels of 
brand awareness of sponsors present during game play. Recall and recognition tests were used to 
survey gamers who played versions of the football video game, “Madden 2009” and “Madden 
2011.” Brands with advertisements containing verbal cues and brand names through the use of 
logos or product placements experienced the highest levels of recognition and recall by survey 
13 
 
respondents. Sprint, Doritos, and Old Spice generated correct recognition levels of 81.3%, 
78.1%, and 71.9%, respectively. These brands were presented as in-game features containing 
visual aids, verbal cues, and part of the in-game presentation (Walsh, Zimmerman, & Williams, 
2013). These findings suggest brands will achieve higher levels of awareness as sponsors of in-
game features containing visual and auditory cues. In a study of the effects of animation on recall 
and recognition rates, (Bayles & Chaparoo, 2001) examined the effects of companies advertising 
on the internet using static banner advertisements versus animated banner advertisements. 
Participants of the study were not informed that the purpose of the study was to measure their 
memory of banner advertisements. The results of the study found 57% of participants correctly 
identified a banner advertisement. Of those recognizing a banner advertisement, 59% stated the 
advertisement was animated. The study suggests animation may have an effect on recognition of 
banner advertisements since those participants only able to recognize one banner advertisement, 
recognized the animated advertisement.  
Fan Involvement 
 Studies have found highly involved fans are more likely to attend multiple sporting 
events and show higher recognition rates of sponsors (Pitts & Slattery, 2004; Quester, 1997). 
Highly involved consumers were individuals who are often most knowledgeable about their 
favored event, team, or player (Meenaghan, 2001). Dees (2008) describes fan involvement as a 
crucial component to brand awareness since varying levels of consumer involvement with a team 
or event will affect their attentiveness to sponsor messages. Season ticket holders, for example, 
represent a segment of highly involved spectators where repeated exposure to sponsor messages, 
increasing spectator awareness and association of the sponsorship brand. The more a spectator 
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identifies with the team, the more likely he or she will identify the correct sponsor (Maxwell & 
Lough, 2007).  
Attitude and Purchase Intent 
 Consumer attitudes toward the sponsor have been found to significantly affect consumer 
recognition and purchase intent of sponsor products or services (Bennett, Cunningham, Dees, 
2006; Eagleman & Krohn, 2012; Filo, 2010; Miloch & Lambrecht, 2009; Kim, Smith, James, 
2010). In studies of a professional tennis tournament (Bennett, Cunningham, Dees, 2006) 
grassroots sport events (Miloch & Lambrecht, 2006), college football (Pitts & Slattery, 2004) 
and college men’s basketball (Popp, McEvoy, & Sattler, 2015) intent to purchase sponsor 
products of a sporting event among survey respondents range from 45% 54.9%. Intent to 
purchase sponsor products of a sporting event greatly increases based on consumer attitude of 
sponsorship and fan involvement. Fans identified with the event or team are more likely to 
purchase a sponsor’s products (Miloch & Lambrecht, 2006; Filo, 2010). Alexandris et al. (2007) 
conducted a study during a professional Greek all-star game and found attitudes towards the 
sponsor, sport involvement, and beliefs about sponsorship had a significant effect on purchase 
intention.  
Sponsor Activation 
Increasing brand awareness and strengthening the perceived association between the 
corporate sponsor and sport organization can be achieved by sponsors activating or leveraging 
the relationship through promotional activities such as advertising, premium giveaways and 
selling (Maxwell & Lough, 2007; Nicholls, Roslow, & Dublisknh, 1999; Lough, 2008). In a 
study of recall and recognition rates of niche sport sponsors, sponsors providing an event specific 
souvenir item with product sampling were one of the most frequently recalled and recognized 
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sponsors. The mean recognition rates for these sponsors were twice as high compared to those 
sponsors that did not activate their sponsorships (Miloch & Lambrecht, 2006). These findings 
coincide with results from Pitts’ (1998) study of sponsors leveraging their sponsorships with 
additional advertising such as promotional merchandise or products on-site generated an 
increased awareness compared to sponsors not engaging in these activities. Activation strategies 
have also been found to increase consumer intent to purchase and brand attitude. In 2013, 
Hyundai, in partnership with IMG College, activated the “Show Your Loyalty” Campaign on 
college campuses during football season. The campaign consisted of on-site vehicle displays, an 
enter-to-win contest, interactive games, and meet and greet with former players and coaches. Of 
the fans surveyed who attended the event, 71% stated their opinions of Hyundai improved and 
65% stated they were “somewhat likely” to consider purchasing a Hyundai vehicle (IEG, 2014).  
Theoretical Framework 
Schema-based information processing is the process in which humans store, process, and 
retrieve sensory data they gather from the world around them (Taylor & Crocker, 1981). 
Schemas are created through first hand experiences and are stored subconsciously with the 
ability to influence human behavior (McDaniel & Herald, 2000). Fans exposed to sponsor 
messaging attending a sporting event may be subconsciously influenced towards sponsors of the 
athletic teams they support (Taylor & Crocker, 1981). Schema development is crucial for sport 
sponsors seeking brand awareness by associating with a sports property as brand exposure leads 
to brand awareness through a sport sponsor’s association with sports action (Aaker, 1996; Keller, 
1993; Levin 2001). Sponsors expect building brand awareness through their association with a 
sport, will result in higher levels of purchase intent (Dees, Bennet, & Villegas, 2008; Madrigal, 
2001; Shank, 2005).  
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The review of literature suggests that collegiate sport sponsorship is a popular form of 
advertising totaling over $1.1 billion in 2015. Businesses invest in collegiate sponsorship and 
measure the effectiveness of the sponsorship through levels of consumer brand awareness. 
Previous studies have examined recognition and recall rates of collegiate sponsors, but the 
effectiveness of sponsor messaging based on type of activation, should be examined. The 
purpose of this study to predict which forms of sponsor messaging achieve the highest levels of 
consumer brand awareness through the evaluation of recognition rates among intercollegiate 
football game day attendees.  
 
 
 
 
 
 
 
 
 
 
 
 
 
17 
 
CHAPTER III 
METHODS 
Subjects 
Data for this study was gathered following an NCAA Division I intercollegiate football 
game in a power five conference in the southeast. Participants qualified for the study based on 
their attendance to the football game.  
         Instrument 
The primary focus of this study uses recognition testing to examine consumer brand 
awareness of various forms of sponsor messaging both inside and outside the stadium. Email 
addresses were obtained from fans who purchased tickets online and were contacted to complete 
the survey within a week of the game. Subjects received no incentive for completing the survey.  
A questionnaire was developed based on the standard recognition-testing model recommended 
by Startch (1966) (Startch/INRA/Hooper, 1986; Stotlar & Johnson, 1989; Cuneen & Hannah, 
1993; Miloch & Lambrecht, 2006; Dees, 2008; Dekhil & Desbordes, 2013). Testing sponsor 
recognition allows marketers and sponsors to better understand the level of awareness of sponsor 
messaging by fans at athletic events (Maxwell & Lough, 2009).  Common in many recognition 
studies, (Cuneen & Hannan, 1993; Maxwell & Lough, 2009; Popp, McEvoy, & Sattler, 2015; 
Pitts & Slattery, 2014; Stotlar, 1993) the instrument allowed respondents to choose between 
official sponsors and foil sponsors they remembered seeing during the football game. Foil 
sponsors are businesses that are not official sponsors of the athletic department. This method is 
often utilized to monitor ambush-marketing activities by unofficial sponsors (Maxwell & Lough, 
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2009). Respondents were asked to identify as many sponsors as possible from a list of 30 
companies, 20 actual sponsors and 10 foil sponsors. Consumer brand awareness was predicted 
while controlling for the variable of (a) gender, (b) income, (c) season ticket holder status, (d) 
fan identification level, and (e) age. The first part of the study was used to measure brand 
recognition. The next section of the survey measured fan identification using the three-item 
Points of Attachment Index developed by Robinson and Trail (2005). Responses were measured 
on a five-point Likert-scale ranging from 5 (Strongly agree) to 1 (Strongly disagree). The third 
section of the survey measured demographic information including age income, gender, and 
season ticket holder status.  
Data Analysis 
This study examines the variance in sponsor recognition rates based on the type of 
sponsor activation. The dependent variable was whether a sponsor was recognized or not. Each 
sponsor was coded 1 or 0 for every respondent. A 1 meant the sponsor was recognized by the 
respondent. The independent variables were the types of activation. There were five types of 
activation in the study. The LED ribbon board featured animated graphics with a combination of 
sponsor logos and messaging and span three sides of the stadium. Video board messaging 
features sponsor logos and animation along with live game play feed, stats, and video replay. 
There are two video boards located in the stadium in the east and west end zones. Official 
Partner status denotes sponsors of a certain investment level that may refer to their business as an 
official partner of the athletic department. Exclusivity indicates a sponsor that does not compete 
with any other sponsor in the given industry. For example, a bank with exclusive sponsor status 
would be the only sponsor in the banking/financial management category. Lastly, the fan zone 
refers to a pregame event open three hours before the football game. The fan zone features 
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interactive sponsor displays, promotion item giveaways, music, food vendors, and a pregame 
walk for the home team players and coaches. The study controlled for age, gender, season ticket 
holder status, income, and fan identification level of respondents. Season ticket holders and fans 
with high levels of involvement with a sports team have been found to have higher recognition 
levels of sponsorship messaging (Pitts & Slattery, 2004). Logistic regression was used to 
determine which independent variables predicted variance in recognition rates. The results of this 
regression were used to answer the research questions.  
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CHAPTER 4 
RESULTS 
Logistic regression analysis was conducted to determine if game day advertising methods 
predicted brand awareness levels by various methods of football game day advertising. The five 
predictor variable were significant at the .000 level and accounted for 14% of the variance in 
sponsor recognition.  
Demographics 
A total of 7710 surveys were electronically distributed. Surveys were completed by 688 
respondents (n=688) for a response rate of 8.9%. Among all respondents, 544 (79%) male 
subjects that completed the survey. Respondents were somewhat skewed towards male 
respondents compared to overall UNC game attendee demographics in 2015 where males 
accounted for 57% and females accounted for 43% of fans in attendance (Nielsen Scarborough 
Research, 2015). Among all respondents, 545 respondents (79%) were football season ticket 
holders. The five predictor variables were (a) LED ribbon board signage, (b) video board 
signage, (c) official partner status, (d) exclusive partner status, and (e) on-site activation. Control 
variables for the study were (a) gender, (b) age, (c) income, (d) season ticket holder status, and 
(e) fan identification.  
Results from the recognition study show that sponsors with higher invest levels received 
the highest percentages of recognition among athletic department sponsors. The bottom three 
sponsors with the lowest percentages of recognition rates among spectators, also have the lowest 
level of investment with the athletic department. Higher levels of investment among sponsors   
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contribute to higher levels of sponsor recognition among spectators. See Table 1 below for 
complete results.  
Table 1.   Percentage of Spectators Correcting Identifying Athletic Department Sponsors 
Sponsor      % of Spectators Correctly Identified  VB      LED  O.S.       EX. ACT.  
     
Note. VB (Video Board), LED (LED Ribbon Board), O.S. (Official Sponsor), EX (Exclusive 
Sponsor), ACT (Game Day Activation) 
Logistic regression analysis showed several significant differences based on season ticket 
holder status, and fan identification. Season ticket holders were 17.7% more likely to recognize 
sponsor messaging than non-season ticket holders, as suggested by the odds ratio (Exp(B) = 
1.177). Respondents were split into two groups based on their composite answers to the fan 
identification scale. Respondents who scored 10 or above on the fan identification scale were 
classified as highly identified fans and were 15.5% more likely to recognize sponsor messaging 
than casual fans. See Table 2 below for regression analysis.   
Bojangles’ 78.13% X X X   
BCBSNC 61.65% X X  X X 
Coca-Cola 58.16% X X  X X 
Wells Fargo 52.14% X X  X  
Publix 46.75% X X  X X 
Verizon 35.66%  X  X X 
Continental 32.01% X X X   
Delta 26.47% X X X   
Duke Energy 25.04% X X X   
State Farm 25.04% X X X   
CPI Security 22.03% X X X   
Crown Honda 20.76%  X X   
Reeds Jewelers 19.49%  X X   
Kernersville 12.36% X  X   
Victoria FF 11.41%  X    
Nissan 11.09%  X X  X 
BC Powder 8.56%  X X   
Triangle Impl. 5.39%   X   
O2 Fitness 4.75%     X 
Tar Heel Bas.  2.54%     X 
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Table 2. Logistic Regression Results  
Variable    B   SE  Wald       p     Exp(B) 
Gender -1.02  .057  3.17  .075       .903  
Age  -.005  .002  8.704  .003       .995 
Income            -.079  .011       47.481  .000       .924  
STH  .163  .060  7.393  .007     1.177 
FanID  .054  .013  16.382  .000     1.055 
LED Board .484  .079  37.100  .000    1.622 
Video Board .917  .076  146.305 .000    2.503  
OP  .567  .048  137.399 .000     1.762 
EP . 869  .078  125.555 .000     2.384 
Display .244 . 071  11.747  .001     1.277 
Constant -2.755  .205  180.341 .000     .064 
 
The results of the logistic regression model were used to answer the research questions below.  
RQ1. Is brand awareness affected by LED ribbon board advertising? 
 When controlling for gender, age, income, season ticket holder status, and fan 
identification level, LED was a significant predictor of recognition rates (B = .484, p < .001). 
Fans were 62.2% more likely to recognize a sponsor utilizing in-venue LED ribbon board 
messaging compared to a sponsor which did not use the technology (Exp(B) = 1.622).   
RQ 2. Is brand awareness affected by video board advertising?  
 When controlling for gender, age, income, season ticket holder status, and fan 
identification, video board advertising was a significant predictor of recognition rates (B = .917, 
p < .001). Fans were 2.5 times more likely to recognize sponsor messaging on the in-venue video 
board than compared to sponsors who did not utilize video board messaging (Exp(B) = 2.503).  
RQ3. Does official partner status affect brand awareness? 
 When controlling for gender, age, income, season ticket holder status, and fan 
identification, official partner status was a significant predictor of recognition rates (B = .567, p 
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<.001). Fans were 76.2% more likely to recognize official sponsors of the university athletic 
department than sponsors who were not in the official partner category (Exp(B) = 1.762).  
RQ4. Does category exclusivity affect brand awareness?  
 When controlling for gender, age, income, season ticket holder status, and fan 
identification, category exclusivity was a significant predictor of recognition rates (B = .869, p < 
.001). Fans were 2.3 times more likely to recognize an exclusive sponsor of the university 
athletic department than sponsors not in the exclusive category (Exp(B)=2.384).  
RQ5. Does on-site activation have an effect on brand awareness?  
 When controlling for gender, age, income, season ticket holder status, and fan 
identification, on-site activation was a significant predictor of recognition rates (B = .244, p < 
.001). Fans were 27.7% more likely to recognize a sponsor using on-site activation than sponsors 
who did not activate (Exp(B) = 1.277). 
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CHAPTER 5 
DISCUSSION AND CONCLUSION 
 The purpose of this study was to see whether different sponsor activation types predict 
brand awareness levels of corporate sponsors at an intercollegiate football game. Spectators were 
asked to identify sponsors from a list of actual and non-sponsors. The survey controlled for 
gender, income, season ticker holder status, fan identification, and age.  
RQ1. Is brand awareness affected by LED ribbon board advertising? 
 Sixteen of the twenty sponsors in the study utilized LED signage during game play. 
Sponsors with this method of messaging were 62.2% more likely to be recognized by game 
attendees (Exp(B) = 1.622). LED stadium technology has the capabilities to feature animation 
that may be more easily noticed by game attendees than static signage. The university installed 
LED ribbon boards prior to the 2016 football season which featured game stats, corporate 
sponsor messaging and logos, and athletic department marketing graphics. The LED board 
allows a sponsor to capture the attention of the crowd with moving graphics and taglines. The 
results of this study support the findings from the study conducted by Walsh, Zimmerman, & 
Williams (2013), where brands containing visual aids, verbal cues, and part of the in-game 
presentation resulted in the highest recognition rates. Sponsors should continue to utilize 
animated graphics when using LED signage during game play. The 10 sponsors that received the 
highest recognition rates also utilized LED ribbon board messaging in-game. LED Ribbon Board 
messaging is an effective way for brands to increase brand awareness if they are unable to invest 
in video board advertising. This finding reflects the results of a study by Maxwell and Lough   
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(2009) where spectators recognized sponsors with in-venue signage at a higher rate than 
sponsors with no in-venue signage. 
RQ 2. Is brand awareness affected by video board advertising?  
 Eleven of the twenty sponsors utilized video board messaging. Fans were 2.5 times more 
likely to notice sponsor messaging on the video board, resulting in the most recognized in-
stadium element out of any sponsor messaging. Many non-sponsored game features took place 
on the video board, including a live feed of game play, and video replays, which may have 
attributed to fans’ increased recognition on sponsor messaging on the video board. Fans may 
have been more likely to watch the video board during the game to see these features and were 
likely drawn to sponsor messaging. For example, Bojangles’ received the highest fan recognition 
rate at 78.13% and sponsored the touchdown graphic each time the home team scored. This 
feature included an on-field promotion where the cheerleaders would preform push ups to match 
the home team’s score on board branded with Bojangles’ logos. A sponsor seeking high levels of 
brand awareness would benefit from this form of dominance. On the other hand, sports 
property’s should place high value on in-game video board features since they result in the 
highest levels of brand awareness. Video board signage was found to have high recognition rates 
in a similar study by Miloch and Lambrecht (2006). 
RQ3. Does official partner status affect brand awareness? 
 Sponsors invest in intellectual property rights to identify as the official partner of the 
athletic department which may include the use of marks and logos. Depending on the institution, 
these IP rights may have a significant affect on brand awareness. As an official partner of the 
athletic department, sponsors utilized the marks and logos of the university in game day 
messaging. Sponsors used their status as the “official partner of the athletic department” on their 
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displays in the fan zone and featured the athletic department’s logo on promotional items given 
away to spectators. This association creates a link between the sponsor and fan, establishing an 
emotional connection between team, brand, and fan. Official partner status demands a mid-range 
investment level and often includes on-site activation and in-venue signage with the official 
partner status. Certain IP rights resonate regionally, nationally, and even globally and should 
demand a high investment. In this case, official partner status did not mean the company gained 
exclusive status in the particular industry category. There may be several official partners in 
similar categories. In the study, the twelve official partners of the athletic department were 
76.2% more likely to be recognized than sponsors without official status. For five of those 
official partners, video board and LED signage were included in their partnership agreements. 
Similar to a study by Miloch and Lambrecht (2006), official partners of the athletic department 
experienced higher recognition rates among spectators than partners without official status. 
RQ4. Does category exclusivity affect brand awareness?  
 An exclusive sponsor is given complete ownership of a specific category. Five sponsors 
had exclusive status in the insurance, beverage, grocery, financial, and telecom categories. Fans 
were 2.3 times more likely to recognize sponsors with exclusive status than sponsors without 
exclusive status. Exclusive status was recognized at almost double the rate of an official sponsor 
of the athletic department. In terms of investment, exclusive category rights demand a much 
higher level of investment than official partner status. The investment difference can be nearly 
three to four times that of an official partner. Exclusivity allows the sponsor to break through the 
clutter from competitors and other sponsor messaging. Known as an accidental ambush (Howard 
& Crompton, 2004), sponsors that do not have exclusive status must compete with sponsors in 
the same category, making it difficult for spectators to remember one particular brand. With 
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exclusive status, all but one of the partners of the athletic department in the survey utilized LED 
board messaging, video board messaging, and on-site activation. These brands achieved 
dominant status and their recognition rates benefited from the exposure.  
RQ5. Does on-site activation have an affect on brand awareness?  
 Seven sponsors had an on-site display in the fan zone prior to the game. These sponsors 
were able to interact with fans, give away promotional items, and showcase their logos with 
branded tents and vehicles. Fans were 27.7% more likely to recognize sponsors with on-site 
activation. Although measuring the lowest levels of brand awareness, this form of sponsor 
activation most often requires the smallest level of investment. Of the seven sponsors with on-
site activation in the fan zone, four of them received recognition rates above 46%. On-site 
activation may have had a substantial role in raising brand awareness for a new grocery partner 
throughout the season. Publix entered an agreement in 2016 consisting of three 10x10 fan zone 
displays at each home game, a video board feature, exclusivity, and LED ribbon board 
messaging. Publix’s fan zone displays consisted of use of athletic department logos, promotional 
items, and games. Throughout the season, Publix was given priority to their location in the fan 
zone, taking the three spots closest to the stadium. Prior to each game, Publix received the most 
foot traffic due to the amount of promo items they gave out each home game. In their first year 
of a partnership, Publix measured higher recognition rates than many partners that have been 
with the athletic department for years. Publix’s domination in the football space and greater 
number of displays and free promotional items was extremely beneficial to their brand awareness 
as a partner of the athletic department. Studies by Miloch and Lambrecht (2006), Cuneen and 
Hannan (1993), and Stotlar and Johnson (1989), enforce that sponsors with on-site activation or 
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products on site are recognized at greater rate than companies who did not have on-site 
activation.  
Implications 
 This study sought to predict levels of consumer awareness based on type of sponsor 
messaging. The results of this study will benefit athletics sponsors, athletic departments, brand 
marketers, and multi-media rights holders in knowing which property inventory results in the 
highest levels of brand awareness among fans. Athletics sponsors spend millions of dollars to 
achieve their marketing objectives through association with an athletic department or team. This 
study was the first of its kind to examine the effects on brand awareness of type of on-site 
activation. Today, sponsors and multi-media rights holders’ are pushing to engage fans through 
the digital, social, and on-site space, putting less emphasis on in-venue signage. Although this 
study is limited to on-site activation and in-venue signage, sponsors with prominent in-venue 
messaging received the highest percentages of brand awareness. This shows there is still 
incredible value for in-venue signage and sports properties should continue to set higher 
investment levels for this type of messaging. From this study, fans have shown they recognized 
more sponsors with video board features, indicating the closer sponsorsing messaging can get to 
live game features, the higher brand recognition they should enjoy. In the college sponsorship 
space, as opposed to professional sports, there is more variation in sponsorship investment level 
and total number of sponsors, which may limit the type of investment a potential sponsor is 
willing to make. For a smaller sponsor looking to achieve brand recognition or awareness, this 
study shows their investment will result in increased awareness from on-site activation. From an 
athletic department standpoint, this study sheds light on which inventory items are most 
recognized by fans. Athletic departments and multimedia rights holders are in constant 
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communication to determine which assets will allocated for sponsor messaging. From this study, 
athletic departments will see fans recognize sponsor messaging on the video board, LED ribbon 
board, and in the fan zone. In terms of on-site activation, the results show the space taken up by 
sponsor displays is recognized by fans and valuable for sponsors. For multi-media rights holders, 
the pricing of inventory items was consistent with the levels of brand awareness among 
spectators. Exclusive status, video board signage, LED signage, official partner status, and 
activation are accordingly and match the brand awareness levels from the study. I recommend 
the assets remain at their respective levels of investment, since the larger investment a sponsor is 
willing to make, will include assets that result in higher brand awareness.  
Limitations 
The setting was during one intercollegiate football game and did not account for multiple games. 
There was only one dependent variable being measured in the study, whether spectators 
recognized brands. Respondents may have experienced existing brand awareness bias for larger 
corporate sponsors, or those that are more active in the sports sponsorship space. Additionally, 
sponsors with higher levels of investment possess other game day messaging not accounted for 
in this study including print, statics signage, and other concourse signage that may have affected 
respondent’s recognition rates. This study was limited to measuring sponsorship effectiveness 
through brand awareness as the main objective. It is extremely difficult to cast a net over all 
athletic sponsors and quantify the effectiveness of each sponsorship. There are several 
intangibles that are extremely valuable to a brand partnering with an athletic department such as 
use of marks and logos, purchase intent, and brand awareness that make a specific partnership 
challenging to quantify. For example, sponsors that measured low in recognition rates, such as 
Nissan, may not be seeking brand awareness as the main objective of their partnership with the 
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athletic department. Since they are already a successful global company, they may be more 
interested in driving traffic to their digital platform, or selling cars to college graduates. 
Therefore, brand awareness is not always the right measurement tool for sponsorship 
effectiveness.  
Future Research 
Future research should delve into which type of sponsor activations achieve the marketing 
objectives of sponsors. Specifically, does an interactive display with games, screens, giveaways, 
sign-ups programs, coupons, or food result in higher levels of brand recognition or purchase 
intention? 
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